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■Abstract
The main purpose of this paper is to study the sources of “Hanlyu”.
First I clarifed positioning of this study through the review of prece-
dent studies on “Hanlyu”. Then, the consumer behavior model was reex-
amined. New viewpoint was suggested for the standardization-




















































































































































































































































































































































































出所：Delbert I Hawkins, David L Mothersbaugh,（2010）, “Consumer Behavior : Building Markrting Strategy”, 11 th Edi-











































































































































































































































































































Howard and Sheth モ デ ル と Hawkins−Mothers-
baugh モデルの検討を通して，「韓流」の影響要
因について再考察した。消費者行動において，
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